2. Literature Review
Title: An analysis of digital marketing in the luxury fashion industry in China

2.1 Introduction
In the literature surrounding the fashion and luxury industries, China has become a prominent player in the global economy, marking a significant transformation in recent decades. Economic expansion, urban development, and the emergence of new demographics have been pivotal in positioning China as a key participant in the fashion luxury market (Jin et al., 2015; Yang et al., 2018; Ruiz, 2023). Additionally, in recent studies, statistics have proven that Chinese consumers have become the leading buyers of luxury items, both domestically and internationally. For example, the country has now ranked second worldwide in terms of the travel and tourism sector’s contribution to the GPD, expected to represent 12.9% of its GDP by 2028 (Zhang, 2020). Moreover, China’s luxury consumer market is the largest worldwide, with luxury consumers making up 13% of the total national population (Wong, 2024). 

On the other hand, in recent years, fashion and luxury brand managers have increasingly recognized the important role of social media in the luxury sector (Park et al., 2020). Plenty of research has highlighted the critical function social media serves within the fashion luxury industry, denoting that a well-established presence on these digital platforms can create brand awareness (Lou et al, 2020), foster greater customer engagement (Santos, 2020), improve customer loyalty (Kumar, 2016), and stimulate customer interest in fashion luxury brands (Mandler, 2020). The interactive capabilities of social media allow it to convert consumers into an actively involved community and cultivate strong connections with them (Kumar, 2019). 

In recent years, the popularity of mobile short-form video applications has surged, captivating the attention of millions in the Chinese market. These platforms have become some of the most popular forms of social media in China. Douyin (TikTok in China), in particular, has reached over 2 billion downloads since it was first introduced in China in 2016 (Scherr & Wang, 2021). With the vast audience base on these digital platforms, both mainstream and high-end brands, including Prada, Dior and LVMH, have created social media accounts on Chinese digital applications (Wang, 2020).  

2.2 Social Media Marketing of Fashion and Luxury Brands

2.2.1 The Definition of Luxury
A luxury brand is identified not just for its superior quality but also providing authentic value for its customers (Ko et al, 2019). Any academic discussion of the concept of luxury would do well to initially involve referencing Adam Smith (1776), who categorizes consumption into four distinct types: necessities (essential for life), basics (required for the well-being of individuals), affluence (items not necessary for growth and well-being), and luxury (items that are scarce, hard to acquire, and highly expensive). Following this concept, Berthon (2009) conceptualizes the value of luxury into three groups, which are the material, the social, and the individual. Berthon’s framework of luxury serves to organize and assimilate the existing literature on luxury brands. Additionally, it also investigates the relationship between consumers’ aspirations and social values during their interactions with fashion luxury brands. In recent studies, Prentice (2018) sets luxury brands apart from mainstream counterparts by emphasizing their unique traits of exclusivity and superior quality. 
However, the attributes of luxury brands, such as exclusivity, distinction, and rarity have been reshaped by technological progress, especially within the realm of social media (Creevey et al, 2021). The rise in the adoption of digital platforms has significantly transformed the strategic approaches within the luxury sector. 

2.2.2 The Definition of Social Media Platforms
A social media platform is defined as a collection of applications fostered by connectivity that enable interaction, exchange of content, and co-creation of values between businesses and their targeted customers (Larson & Watson, 2011). For companies, the value doesn’t come from the social media platform itself; rather, it arises from how the platform is utilized, and the information produced and shared on it (Culnan et al., 2010). There has yet to be a consensus in the literature on the precise definition of social media marketing. Some scholars describe it as the process of creating viral communications between users (e.g., Pentina and Koh, 2012), while others view it as a strategy to enhance business popularity on digital platforms and engage in online communities (Moretti, 2013), or simply describe it as the tools to promote products and offerings of the company (Szabo, 2010). However, there exists some common characteristics among these definitions that leveraging social media platforms generates value for both businesses and customers, and it allows online users to share and spread the content throughout their networks (Kumar, 2016). In a similar way, Hollebeek et al (2014) emphasize that a business is able to enhance customer engagement on digital platforms by building a deeper and long-term relationship with consumers, as well as actively interacting with online communities to co-create the value of new products. Notably, luxury brands like Burberry, Louis Vuitton, and Hermes have increasingly adopted strategic approaches to social media, which involve engaging with customers to enhance loyalty, cultivate relationships, address problems, drive sales, and identify the brand image, thereby affecting the overall online customer engagement (Liu et al, 2021). 

2.2.3 The Compatibility of Luxury Brands and Social Media Platforms
However, the compatibility between luxury brands and social media has long been questioned in the marketing literature. Luxury brands have traditionally been reluctant to integrate their operations with digital marketing, including selling their products through online stores and engaging with customers through social media platforms. In recent studies, Dobre (2021) concludes that the hesitation could be the disparity between inherent characteristics. To better explain this point of view, Liu (2021) illustrates that luxury brands prioritize maintaining their exclusive uniqueness and establishing one-to-one relationships with customers, while social media platforms with the attributes of broad accessibility and worldwide scope highlight their inclusivity and various customer bases. 

Therefore, it is challenging for fashion luxury brands to preserve their own attributes in the digital realm, which could potentially weaken the brand’s attributes (Mandler et al, 2020). Kim and Lee (2019) denote a similar standpoint that fashion luxury managers are struggling to maintain and enhance the brand’s exclusivity and sophistication on social media, given the critical role of interactivity in building brand relationships. On the other hand, Dwivedi (2021) notes a different perspective that a lack of comprehensive management on social media could dilute brand image and values. For example, a negative electronic word of mouth (eWOM) on digital platforms can harm the organization’s reputation and profits. The influence of a negative word of mouth is proven to be stronger than a positive one (Charlett et al., 1995). Businesses need to invest more effort in dealing with the negative reputation on digital platforms. 

Additionally, it finds out that there is another reason behind the hesitation with digital marketing. In the study of Seringhuas (2021), it points out that the issues concerning the privacy of data on digital platforms pose challenges for luxury brands. For example, luxury brands often track and handle customer private data like purchase preferences and purchase histories to cultivate one-to-one relationships. However, in the context of digital platforms, it has highlighted concerns about private data breaches and the security of customer private information, making it hard for luxury brands to develop deeper customer relationships. 

Overall, despite the advantages of social media marketing, luxury brands were shown to be lagged behind in integrating digital marketing into their business strategies. Primarily, they use digital platforms to create a business footprint, while regarding physical stores as the key venues for developing relationships and enhancing brand awareness. The sources collectively demonstrate the multidimensional reasons behind this business action. However, there is a notable gap in comprehensive studies on exploring the benefits of digital marketing for luxury brands, indicating an important research area for further exploration. 

2.3 Measurement and Metrics of Customer Engagement

2.3.1 The Concept and Approaches of Customer Engagement
The concept of customer engagement has been characterized from various perspectives, but there is no comprehensive definition of it. Van Doorn et al. (2010) examine customer engagement from a customer behavioral perspective, while Brodie et al. (2011) and Hollebeek (2011) characterize it through the perspective of customer psychology. Vivek et al. (2012) adopt a distinct point of view, indicating that customer engagement is related to customer participation and engagement with the brands’ activities and services. Collectively, these approaches suggest that customer engagement can be investigated from a multidimensional construct to achieve the ultimate objective such as brand awareness, purchase intentions, and increased profitability. Specifically, the concept of engagement can present itself in various forms, often categorized into cognitive (self-discipline and thoughts), affective (feelings and desire), and conative (behaviors and participation) (Brodie et al., 2013). Cognitive and affective engagement can initially drive behavioral engagement, which in turn can affect cognitive and affective engagement. This process resembles how initial buying decisions can impact purchase behaviors through the customer experience. 

To date, customer engagement is a broad marketing concept, covering cognitive, affective, and behavioral engagement among both existing and potential customers, in diverse offline and online contexts across various industries. In this study, the fashion and luxury industry will be mainly focused. Overall, the literature review provides a solid foundation of key research and indicates the evolving nature of customer engagement research. The sources collectively demonstrate the multidimensional nature of the construct across various contexts. However, there is still room for further integration and synthesis of the findings to provide a more comprehensive understanding of customer engagement and its implications for firms and consumers in the digital age.

2.3.2 Integrating Customer Engagement with Digital Platforms
Despite the growing significance of customer engagement studies in both theoretical and practical realms, there was a lack of a consistent framework for investigating customer engagement on social media platforms. However, as the public interest in customer engagement through social media settings grows, an increasing number of studies are beginning to explore the impact of digital marketing on increasing customer engagement. A recent study named "Scale Development and Validation for Measuring Online Engagement" is an up-to-date study that addresses the lack of consistent frameworks for measuring customer engagement on social media platforms (Paruthi & Kaur, 2017). The paper developed and validated a scale for assessing online engagement, contributing to the operationalization of the construct in digital contexts. While not a seminal work, this study represents a valuable methodological contribution to the field and reflects the growing importance of understanding customer engagement in social media settings. Similarly, the work of Pansari and Kumar (2017) investigates customer engagement within the context of social media. The paper conceptualizes customer engagement as the process through which customers contribute value to a company, either directly or indirectly. Additionally, it highlights the role of customer engagement in driving firm performance and provides a framework for understanding its antecedents and consequences. Following this updated perspective, Harmeling et al (2017) categorize customer engagement within digital platform sectors into four primary groups: intrinsic motivations, psychological states, customer behaviors, and their contributions to the companies. From the perspective of intrinsic motivations, customer engagement suggests that customers are internally motivated to interact and collaborate with brands or to be part of the online brand community (Baldus, 2018). However, this perspective does not account for the possibility that online users might also be extrinsically driven by factors, such as acquiring public influence and awareness.

2.3.3 The Customer Engagement Valuation Model
To update and comprehend the concept of digital customer engagement, especially in the context of social media platforms, Kumar (2019) generates the CEV framework to evaluate customer engagement. The framework illustrates five metrics to measure profitable customer engagement, which are customer lifetime value, customer brand value, customer referral, customer influence value, and customer knowledge value (Kumar, 2019). Luxury fashion businesses are increasingly interested in measuring both purchasing and non-purchasing behaviors on digital platforms, recognizing that boosting customer engagement is crucial for their profitability. Similarly, Pansari and Kumar (2017) also categorize customer behaviors on digital platforms into two groups: (a) direct purchase, and (b) indirect no-purchase actions, i.e., referring to other potential customers, or providing positive feedback on digital platforms. Customer perceptions can lead to various forms of engagement with the business, all of which are captured and evaluated by the CEV framework. The CEV model highlights how customers respond to the business by either participating in digital activities or through their purchasing and non-purchasing behaviors.

2.3.4 The Word-of-Mouth 
Word-of-mouth is another important indicator to measure customer engagement. Word-of-mouth is defined as the spread of either positive or negative information (Hennig-Thurau et al., 2004), motivated by the need to form social connections (Chu & Kim, 2011). In recent research, when it is applied to digital platforms, the concept of word-of-mouth has already evolved into a new concept of electronic word-of-mouth. Chu and Kim (2011) define this new concept as the online activities of customers who are actively engaged and often turn to social media and digital platforms to share feedback and experiences, therefore creating value and profits for businesses. Following this concept, according to Kumar et al. (2017), customers who are actively engaged with businesses can directly support the profits of the firms through their purchase behaviors and indirectly by spreading positive word-of-mouth. In these collectively seminal works, word-of-mouth is measured as the contribution of customer engagement. 

On the other hand, in many other literatures, word-of-mouth can be regarded as the antecedent of customer engagement. For example, in the study of Ismagilova et al. (2016), it was found that positive word-of-mouth on social digital platforms can boost customer engagement. Hollebeek and Chen (2014) also found that a negative spread of word-of-mouth can lead to negative customer engagement, which often involves unfavorable thoughts and actions related to the brands during key brand interactions. Nevertheless, the studies on word-of-mouth have several limitations. First, these studies fail to adjust and refine the concept into the cross-culture backgrounds. Additionally, very few studies have adopted a longitudinal approach, considering that consumer preferences and opinions may shift over time. Therefore, in-depth research on the word-of-mouth approach for luxury fashion brands is still scant and needs to be deeply explored.

2.4 Characteristics of Generation Z and the Implication to the Industry

2.4.1 The Concept of Generation Z
Generation Z applies to the generation who was born after 1995 (Cilliers, 2017). Research on Generation Z began to emerge in the early 2000s. Don Tapscott (1998) in his study highlighted Generation Z’s unprecedented comfort, knowledge, and education in technology and innovation. In a similar way, Greenfield (2008) denotes that one of the most important characteristics of Generation Z lies in their innate familiarity with digital innovations, which sets them differentiate from previous generations. McCrindle & Wolfinger (2010) also illustrate that the familiarity of technological innovation alters how they process information, interact with others, and make decisions. Alternatively, many other research found that globalization also holds a significant importance for Generation Z. According to the study of Sparks and Honey (2015), this generation is the most globally aware and multicultural, affected by the surroundings of globalization, social ethics, and climate consciousness. McCrindle and Wolfinger (2010) believe that ethical consciousness, social advocacy, and social commitment are crucial in shaping the altruistic actions of Generation Z, who care more about global issues. 

2.4.2 Characteristics of Generation Z and its Antecedents
Numerous generational theories suggest that individuals can be categorized into different groups based on their shared views, behaviors, and characteristics. Therefore, Generation Z poses certain traits that offer insights into their behaviors, enabling more efficient and accurate customer engagement strategies. Various studies and theories have explored characteristics and traits based on different analyzing dimensions. For example, some scholarly works argue that certain personality is molded by internal factors (Artemova, 1950). According to Eysenck’s Big Five Personality Theory, characteristics of personality are composed of five fundamental traits, which are openness, neuroticism, agreeableness, extraversion, and conscientiousness (Eysenck, 1950). Based on this dimension, many scholarly works have found that diversity (Folmsbee, 2017) and freedom (Hughes, 2017) are the core values of Generation Z, due to their high degree of openness and conscientiousness. Folmsbee (2017) found that this generation values people of distinct backgrounds, and they care about equal rights and immigration issues more than any other generation. Hughes (2017) demonstrated in his work that geographical and financial flexibility are valued by this generation. Especially, as customers, this generation is not limited by geographics and is prone to seek online platforms to access the world. 

Alternatively, other academic works suggest that external factors and environment greatly shape the characteristics of personality. Ryder (2014) outlines eight external factors influencing personality: culture, education, social status, etc. Following this external framework, Johnson (2015) concludes that due to the vast technological innovations surrounding Generation Z, as customers on digital platforms, Generation Z are Early Adopters, who are more open to adopting innovative consumption approaches. On the other hand, being exposed to the global recession and political uncertainty, this generation is also realistic and cautious when they purchase (Jenkins, 2017). Similarly, as denoted by the report of Vision Critical (2017), it demonstrated that it is not likely for this generation to prioritize brand names above the quality of the item.

2.4.3 Implications of Targeting Generation Z in the Industry
Various studies have considered the practical implications to the industry and potential customer engagement through digital platforms, given that 81% of Generation Z individuals are regular social media app users and over half of them have online purchase behaviors and intentions. To start with, as noted in the GlobalWebIndex Report (2017), Generation Z has been labeled as “Generation Mobile” due to their significant use of mobile devices and a mobile-first approach, setting them mainly differentiated from previous generations. The work of Contreras (2017) highlights the importance of companies adapting by ensuring their websites are mobile-friendly, tailoring online content for smaller screens, and especially, crafting online content that captures their attention within the 8-second and avoids their constant screen scrolling. Similarly, the research of Williams (2017) introduces the concept of Customer Attention Span, which denotes that the attention span of Generation Z only lasts a few seconds. Therefore, to engage with these audiences, companies must focus on developing content that is succinct and designed to instantly seize their interest (Williams, 2017). Overall, the collective literature proves that the trend towards mobile-first engagement and short-form video is only expected to grow, offering a competitive advantage to businesses that prioritize mobile accessibility for Generation Z. 

In addition to the application of short-form video, Generation Z who value authenticity and uniqueness, is also drawn to live streaming (Contreras, 2017). Bernazzani’s (2018) research is a more recent study that showcases this generation’s favorite content created by real people that reflects genuine experiences over polished and edited promotions. The paper not only introduces the social media preference of Generation Z but also represents that the sense of community is a fundamental value for Generation Z. In the study of Bodnar (2017), the importance of live streaming is emphasized as it fosters a special experience by enabling viewers to interact with one another through a series of actions, such as commenting, liking, referring to others, and engaging in real-time dialogue. Therefore, live streaming on digital social platforms represents an exceptionally effective approach to actively engage with Generation Z. It is suggested that businesses adopt live streaming and short-form video as approaches to boost their brand awareness and enhance brand image.

Despite extensive research into Generation Z's characteristics and their implications for the business industry, there remains a significant gap in understanding the effects of this group's social media usage on their social traits, psychological well-being, and overall health. Few studies have thoroughly examined the individual-level impacts of Generation Z's engagement with social media. Addressing this gap by conducting detailed investigations into these effects would substantially enrich the existing body of research literature.

2.5 Conclusion
In an in-depth analysis of digital marketing within the luxury brand sector, several critical variables have been identified that can enhance customer engagement within digital platforms. Firstly, traditional word-of-mouth has a profound effect on enhancing brand awareness and shaping customer perceptions. Equally, the electronic word-of-mouth on social media platforms is important in generating positive customer feedback. Secondly, there’s a conflict between social media and luxury brands, in comparison with past luxury fashion, where there is more emphasis on personal relationships and direct communications. Social media promotion, however, continues to significantly enhance user engagement with luxury brands. Thirdly, Generation Z remains a vital consumer segment for luxury goods, displaying unique consumer habits and advocacy for consumption. Therefore, it is essential for luxury brands to comprehensively integrate these key elements into their business strategies. This involves collaborating with social media platforms to promote positive word-of-mouth, and adapting their offerings to better meet the preferences and ethical expectations of Generation Z.
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This work mainly serves as a marketing literature review to analyze how
Social media and social media platforms can be used to increase customer engagement,
" : ) Customer ) . .
consumer engagement: a NA Social Media, Online Engagement leading to overall profitable outcomes. The paper reviews a huge
review and research Branding Custgmgr Lo ait amount of marketing literature focusing on the social media context.
agenda yalty However, the research finds that there's a lack of consensus on the
definition in the discipline.

1.
https://www.emerald.com/i
nsight/content/doi/10.110

8/JRIM-06-2016-
0065/full/html

Barger et al. (2016)

Customer The paper denotes that traditional approaches to accessing customer
The process of customer y ) . .
Engagement, engagement satisfaction are often inaccurate, since they do not fully 1.
engagement: A . 3 N . . . .
. . Customer reflect customers' reactions to the services. This research aims to https://www.tandfonline.co
Bowden, J. L. H. (2009) = conceptual framework. Commitment Trust Theory Service Brands ) . y ) . . .
‘Joumal of Marketin Satisfaction, concentrate on analyzing customer satisfaction towards understanding =~ m/doi/abs/10.2753/MTP1
9 Customer-brand  how commitment, trust, and involvement lead to enhanced customer 069-6679170105

Theory and Practice relationship engagement.

Even though this work services in the hospitality field, it investigates the

Negative e WOM influence of negative electronic word-of-mouth, providing effective httos:// tandfonli
Management: How Do eWOM Theory, WOM Digital Platforms, eWOM strategies for managers. For example, this work suggests that ps'. “tandionine.co
Chen et al. (2021) . . N " m/doi/abs/10.1080/15280
Hotels Tum Challenges Theory Hospitality Engagement managers can trade customers demographics, travel history, and online
s L . " " 08X.2021.1911729
into Opportunities? review to understand the causes of negative eWOM, converting the

challenges into opportunities.

The paper lists a summary of literature review on relationships, from

A conceptual model for both behavioral aspects and economic aspects. The research suggests 1.
N . " . . Long-term Inter- . e . o . f . .
. managing long-term inter- Relationship Any Mareketing . that in order to maintain a long-term inter-organisational relationship, a  https://www.sciencedirect.
Cousins, P. (2002) i . organisational . . 5 A N .
organisational Management Theory Settings Relationships competitive and collaborative approach needs to be adopted. This com/science/article/pii/S09
relationships P point of view is highly relevant to the knowledge taught in Module 69701201000065

7009.
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This article delves into crucial aspects of this field, including the
adoption of technological innovation, managing online content, and
managing eWOM, involving ethical considerations. This study
contributes important insights by pinpointing research gaps, identifying
research limitations, and offering valuable suggestions to the digital
marketing field.

https://www.sciencedirect.
com/science/article/pii/S02
68401220308082

This review article emphasizes the main issues and challenges in the
new media field. For example, this article discussed critical concems
and challenges in the new media environment, including data privacy
issues, income inequality and misinformation.

https://papers.ssm.com/so
I13/papers.cfm?abstract_id
=4387353

This study adopts the quantitative method, constructing a survey with 1.

475 individuals in the United States, and testing five hypotheses using  https://www.emerald.com/i
equation modeling. The aim of this study is to explore the factors nsight/content/doi/10.110
affecting customer purchase intentions of luxury items, focusing on the 8/JPBM-09-2020-
role of customer knowledge, accessibility, and social media influencers. 3126/full/html

This is the most recent work of Kumar et al. This work focuses on three

models, which are Elaborative Likelihood Model, Information Adoption 1.

Model, Strctural Equation Modeling, representing a more academic and  https://www.sciencedirect.
constructed framework for further research. The main aim of this study com/science/article/pii/S00

is to investigate how eWOM influences customer purchase intentions 4016252200720X
on digital platforms.
This is a quantitative research using big data methods to explore social 1.

media marketing on customer engagement in luxury fashion fields. The https://www.sciencedirect.
method of big data is less relevant to Module 7009, while the topic and com/science/article/pii/S01
concepts of this research is quite relevant. 48296319302954
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This study aims to pinpoint the aspects of non-personal attributes and 1.

personal attributes that affect consumer interaction towards social https://www.sciencedirect.
media. The findings indicate that not all aspects of dimensions can com/science/article/pii/S01
greatly affect brand interaction; the attributes of quality, heritage, and  48296319305983?via%3
differentiation consistently influence positive interaction. Dihub

This article aims to investigate how Generation Z perceives the
alignment between luxury fashion brands and social media marketing.
The finding indicates that Generation Z considers luxury brands to be
suitable for digital marketing on digital platforms.

: https://doi.org/10.3390/jt
aer16070139

This study introduces the concept and implication of Real-time

Marketing (RTM), indicating that brands often align social media content https://joumals.sagepub.c
with topical moments. This paper is a notable work that offers valuable om/doi/full/10.1016/j.intma
insights for managers to leverage social media messages on customer r.2020.06.004
engagement.

This study is a notable work that explores the customer perceptions of
luxury brands, including customer knowledge, social media influencers,
and the ease of accessibility. Previous studies have not deeply
investigated the importance of customer knowledge, therefore this work
provides a constructed understanding of luxury brands that takes into
account these attributes.

https://www.emerald.com/i
nsight/content/doi/10.110
8/JPBM-09-2020-
3126/full/html

This work particularly investigates the social media influencers in 1.

enhancing customer engagement on digital platforms. The attributes https://www.emerald.com/i
are divided into three perspectives: credibility, engagement, and nsight/content/doi/10.110
intentions, which have not been extensively studied in the previous 8/JFMM-03-2020-
research. 0050/full/html

1.
This research delves into how TikTok is influencing the Chinese market https:/openurl.ebsco.com
and communication approaches. By conducting a qualitative content /EPDB%3Agcd%3A6%3A
analysis, the research finds that the adoption of short video 11730182/detailv2?sid=e
applications greatly affects their self-perception, customer choices and  bsco%3Aplink%3Ascholar
communication approaches. &id=ebsco%3Agcd%3A15
5008857&cri=c
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This work has been influential in broadening customer engagement from
social motives and positive psychology. It suggests that desire and social
value are key factors driving customers to interact with luxury fashion
brands.

This is a pioneering work that investigates how luxury brands and their
customers engage in value co-creation and co-destruction, viewed through

https://www.sciencedirect.c

om/science/article/piilS0969
698917307828

https://www.sciencedirect.c

the perspectives of Social Resource Theory from the customers' standpoint. om/science/article/abs/pii/SO

The findings indicate that the process of co-creating and co-destructing
encompasses different interactions among various stakeholders.

This study emphasizes the importance of customer engagement in creating
new opportunities and challenges for luxury brands and offers a constructed
framework to comprehend its causes and effects. Although it is not a
pioneering work, it represents an important contribution to the literature on
customer engagement in both luxury brands and non-luxury partners.

This article is less relevant since its topic area focuses on tourism and
hospitality. However, this study has concluded with some notable findings.
For example, the study adopts Stuctual Equation Modeling to explore how
customer engagement relates to brand loyalty.

This study aims to integrate and construct the existing literature of social
media marketing. The paper reviews 134 articles, revealing that previous
studies have used various methodologies to explore customer engagement,
with different definitions and perspectives based on attitudinal, behavioral,
and motivational aspects.

This is a pioneering work that emphasizes the importance of cognitive,
affective, and behavioral engagement of customers. The study investigates
the benefits of AR compared with traditional product-display technologies. It
constructs a model of how the AR technology influences customer
interactions with the brands.

14829631730214X
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sight/content/doi/10.1108/I
MR-04-2022-0099/full/html

https://journals.sagepub.co
m/doi/10.1177/00472875145
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This work is conducted as quantitative research, adopting SPSS analysis to
investigate how positive, negative, and neutral pre-viewing information can
affect the emotions of audiences. This study is less relevant since it merely
focuses on the psychological standpionts. However, it emphasizes the
importance of word-of-mouth among customers.

This research introduces a theoretical and methodological framework to
investigate Generation Z and recognize their distinct characteristics. Future
studies can utilize this framework to examine variations among different
cohorts and extend this analysis to the cross-cultural environments.

This study focuses on food retailer to explore how to create profitable
customer engagement by applying mixed-methods approach. The findings
suggest that customer-based perspectives greatly affect social media
marketing on profitable customer engagement.

This paper views and outlines the data from company annual reports,
professional analyst's assessments, and various secondary materials to
analyze how Gucci converted bankruptcy to financial success. The Gucci
case can be used as a case study in digital marketing research.

This paper is a pioneering work that introduces the dilemma between data
privacy issues and online customizing management. There's a lack of
empirical research on this issue until this study fills the gap by introducing the
model, to balance users' perceived value of personalization against privacy
worries.

This paper introduces the concept in crowdsourcing of luxury fashion
industry. There's a noticeable gap in academic research regarding
crowdsourcing within this sector. Therefore, this paper establishes a
benchmark for evaluating the crowdsourced fashion design.

1.
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This paper introduces the concept of digital mobile technology and develops
the integrated framework for assessing how mobile devices affect online
shopping experience. The uniqueness of this research lies in its adoption of
triangulation methodology and the exploration of mobile devices impacts on
customer engagement.

This is a recent publication denoting how to critically write a good literature
review. The importance of analysis and synthesis is emphasized in this
article. The critical literature review also needs to be constructed from critical
statements, such as accuracy, clarity, consistency, and relevance.

There's a gap in analyzing customer engagement from psychological
perspectives. Hence, this paper focuses on the personality traits and
motivations driving the engagement behaviors of online community members,
specifically in terms of receiving and disseminating online information.

This study gives a comprehensive understanding of concepts, attributes,
causes and effects of luxury management. The study also includes various
practical and theorectical cases to illustrate how to manage protifable luxury
operations.

The paper focuses on Generation Z's behaviors and their preference for
retailers who make a commitment to green and sustainable products. A
comprehensive and constructed literature review is conducted to explore
how sustainability affects Generation Z.

This article explores the ethical considerations behind the luxury fashion
industry's operation. The study adopts 'The Luxury Strategy', based on well-
constructed managerial principles, to investigate how luxury brands deliver
high-standard customer experiences in one-to-one relationships.

The concepts and attributes of Social Media Influencers (SMI) are
demonstrated in this study. The paper denotes that even though SMI has a
huge impact on eWOM, little research has identified audiences' perspectives
of SMI.
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This article evaluates the relationships between online experiential marketing

and offine experiential marketing affecting tourism and hospitality. The finding  htps://www. emerald comfin
indicates that compared to the online purchasing phase, the offiine sight/content/doi/10.1108/SJ
experience plays a crucial role in shaping the overall hotel stay experience. ~ ME-03-2018-003/fullhtm|

‘This is a pioneering work that seeks to provide a systematic examination of
existing literature on innovation and sustainabilty, integrating the insights of
luxury apparel industry. Future studies could expand this work by
incorporating the updated data and including practical examples.

1.
https://doi.org/10.1007/s131
32-021-00835-5

https://www.proquest.com/d

ocview/2499027942?accou

ntid=1304728&sourcetype=§
cholarly%20Journals

This article advances the discourse on internet-based internationalization by
examining the importance of synchronizing online and physical channels,
emphasizing the necessity of adopting the omnichannel strategies.

This study explores how established relationship norms between customers 1

and brands can affect customers' perspectives on crowdsourcing. This https:/www.emerald.com/in
study contributes to the literature on customer-brand relationships by offering sight/content/doi/10.1108/JP
insights into how customers respond to crowdsourcing. BM-06-2022-4020/fullhtml

This paper explores how young generations react to green products on
emerging target markets, based on the perspectives of environmental
factors, consumer effectiveness, and perceived consumer effectiveness.

10.1080/13527266.2017.130
3623

‘This study adopts Stakeholder Theory and Maslow's Hierarchy Theroy to h!lgs:[[www,r:sarchga(e.nel

analyze the luxury accommodation requirements. An empirical analysis is [orofile/Jlsb-

conducted to gain insights into the hotel sector and luxury sector. Semi- Library/publication/3609323
structured interviews with stakeholders are integrated with Maslow's 10 LUXURY PARADISE RESHA
hierarchy. PING THE MASLOW HIERACH

V_AC NEENC INTA THE WIEDA

This research examines the influence of word-of-mouth on digital platforms. It
found that direct word-of-mouth communication has a greater persuasive
influence compared to written information.

1
https:/academic.oup.com/ic
tlarticle-

abstract/17/4/454/1797235
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The research finds that the persuasiveness of eWNOM messages can affect
customers' attitudes and purchase intentions. This paper is a notable work
that provides an overview of the determinants of eWOM persuasiveness.

https://link .springer.com/cha
pter/10.1007/978-3-319-
45234-0 32

Market research consistently shows that consumers value customized
products more than standard items. Therefore, this study investigates the
customization preferences between luxury and mainstream brands. The
research finds that the drive for personal expression might reduce the
signaling value of the products.

https://journals.sagepub.co
m/doi/abs/10.1177/0022243
720943191

This study is less relevant because its research area focuses on the organic
food industry. However, this work is an important study identifying the
determinants of customer resistance to organic food consumption, based on
the perspectives of ethicall consumption framework. The ethical consumption
framework can be cited and utilized by furture research.

https://doi.org/info:doi/

The study compares the mass-consumption brands with luxury brands,
based on their characteristics and business approaches. The paper seeks
to clarify the unique aspects of managing luxury brands, emphasizing the
need to differentiate luxury management distinctly from fashion management.

https://link.springer.com/arti
cle/10.1057/bm.2008.51

The paper differentiates itself from others due to its adoption of mobile
ethnography as data collection method. Additionally, the analysis and findings
of Generation Y can be used to compare with the findings of Generation Z.

https://doi.org/10.1108/TR-
02-2013-0007

This article discusses the ethical consumption of young generations. The
study adopts a quantitative method by distributing questionnaires to find out
reasons behind the ethical products consumption. The findings suggest that
the education level and the degree of awareness and knowledge can greatly
affect young generations' ethical consumption.

https://onlinelibrary.wiley.co
m/doi/abs/10.1002/pa.2288

This research applies Heuristic-systematic Model to analyze how various
informational cues affect the credibility assessments of content created by
social media influencers. The study finds that social influence and
trustworthiness greatly shape customers' perceptions of information
credibility on social media.

https://www.tandfonline.com
[doi/abs/10.1080/16522354.

2018.1501146
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This book serves as a guidance on how to write a critical literature review.

The author emphasizes the importance of systematic approaches, https://moodle.uwtsd.ac.uk/
integrating with review processes, such as literature searching, analysis, and course/view.php?id=10162&
synthesis. The chapters also offers a step-by-step guide to new academic  section=8

researchers

This book delves deeper into the philosophical underpinnings of pragmatic
philosophy. It further elaborates the research issues in both quantitative
methods and qualitative methods. The book also discusses how to employ
diverse data collection and analysis techniques.

http://www.ceil-
conicet.gov.ar/wp-
content/uploads/2015/10/Cr
eswell-Cap-10.pdf

https://iwww.taylorfrancis.co
m/books/mono/10.4324/978
1315229386/ writing-
literature-reviews-jose-
galvan-melisa-galvan

One of the chapters introduces various literature review examples, combined
with instructions of how to analyze the relevant literature. The book also
offers guidelines for writing a first draft of critical literature review, which is
practical for new researchers.

This work emphasizes the importance of conducting a detailed literature
review. The paper outlines the functions of literature review and suggests
five steps to start a literature review, to help students evaluate the process of
crafting a literature review.

https://www.sciencedirect.c
om/science/article/piilS1807
593222007438

This work demonstrates five research stages in conducting a literature
review, integrating with Cooper's Framework (1984) to guide the literature
review stages. The work summarizes some pivotal frameworks and
information to explain how to write a high-quality literature review.

https://scholarworks.umass.
edu/cgi/viewcontent.cgi?arti
cle=1219&context=pare

The paper outlines the purpose of writing a literature review. It also examines
the difference between a literature review and a systematic review. The
paper denotes that conducting a literature review involves collecting
information and evidence on a topic to contextualize research data within its
hypothesis, offering an essential academic guide for research projects.

https://journals.sagepub.co
m/doi/full/10.1177/20514158
16650133#bibr12-
2051415816650133
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